This article deals with media manipulation in a historical perspective. Part of the concepts of post-truth and fake news to analyze propaganda and the impression management over time, with the main focus being the construction of the image of Louis XIV. The text brings together the main ideas discussed by the author at the opening conference of the 11th National Meeting of Media History -Alcar 2017, held in São Paulo (Brazil).
Introduction
In the last few years, the idea has spread that we are living in a 'post-truth era'. A book with the title 'Post Truth' was published this year by a British journalist, Matthew D'Ancona (2017) . Another phrase that has recently become popular is that of 'Fake News', popularized by the tweets of President Trump who claims both that he invented the phrase and that the accusation that he won the election with Russian support is an example of the phenomenon (PHILLIPS, 2017; CILLIZZA, 2017) . A similar claim, not 1 Peter Burke holds the title of Professor Emeritus at the University of Cambridge. He studied at Oxford and taught at the university of Sussex before going to Cambridge in 1979. He was a Fellow at the Institute of Advanced Study, Princeton, in 1969, and at the Wissenschaftskolleg, Berlin, in 1989-90 . In Brazil, he was a visiting professor at the Institute of Advanced Studies of the University of São Paulo in the 1990's. E-mail: upb1000@cam.ac.uk ISSN: 2238-5126 VOL. 7 | Nº 1 | jan./jun. 2018 quite so radical, is that we live in an age of 'spin', in which politicians such as Tony Blair or Vladimir Putin and their advisers, the so-called 'spin doctors', manipulate the facts rather than inventing them ex nihilo. A French TV series, Les hommes de l'ombre, shown in 2012, centred on two rival figures of this kind. When the series was shown on British television in 2016, the title was translated as 'Spin' (a kind of euphemism, since 'spinning' the news sounds better than the older term, 'twisting' it).
How do these claims look in historical perspective? There are two possibilities.
The first is that we are indeed experiencing a major change in politics or the media or in everyday life, or in all of these. The second possibility is that these claims are simply new examples of the exaggerations that historians often impute to journalists (whether they work on paper, on air, or on screen). Exaggeration, or hype, is part of the déformationprofessionelle of journalists, who make their living from the news and tend to assert (especially, of course, in headlines), that almost everything that happens is the first of its kind, the beginning of a new era, that the world will never be the same again, etc. This kind of exaggeration is particularly obvious to historians, because their déformationprofessionelle is exactly the opposite, stressing continuity and sometimes even asserting that there is nothing new under the sun.
In what follows, I shall try to steer between the two extremes of 'everything is different' and 'nothing is different'. For this purpose I shall tell the story backwards, from the present moment to the 17th century or even beyond.
Concepts
Let's begin with the concepts. The idea of 'post-truth' was not invented in 2017, as D'Ancona himself admits. A book on 'The Post-Truth Era' was published in 2004, while the phrase seems to have been coined twelve years earlier, in 1992. The phrase 'spin doctors' was employed in the New York Times in the 1940s. An essay on Fascist propaganda by George Orwell, published in 1942, was, according to D'Ancona, 'an early premonition of the Post-Truth era' (KEYES, 2004; GREENBERG, 2016; D'ANCONA, 2017 
Choosing a topic
Why choose Louis XIV in particular? He is certainly not the first example of what Goffman called 'impression management', a process that might be described in the case of rulers with a useful oxymoron, 'collective self-representation of individuals'.
Think of ancient Egypt, for instance, and the representations of the Pharaohs. Again, think of Augustus Caesar, and the statues of himself that could be found all over the Roman Empire, showing the emperor in almost identical fashion and in idealized form, since Augustus was always represented as a young man throughout his long reign (forty years in power) (ZANKER, 1987 (ZANKER, [1990 ). Ancient Greeks and Romans were at least as skilled in rhetoric, the art of persuasion (or spin?), as their successors today.
Yet again, think of the emperor Charles V, and of the role of leading artists such as Titian in disseminating idealized images of the 16th-century ruler (BURKE, 1999) .
And remember Machiavelli and his advice to princes in his treatiseDe principe that 'the great majority of mankind are satisfied with appearances, as though they were realities and are often more influenced by the things that seem than by those that are'.
Machiavelli shocked his readers not because he expressed a new idea but because he gave the game away, making public the secrets of rulers.
ISSN: 2238-5126 'hysteria'. It would be illuminating to see an analysis of the reception of the story of the plot from the point of view of a historian of the media, offering a case-study of the effects of rumour. This case is a clear illustration of the well-known theory that rumour flourishes when the supply of information is inadequate to meet the demand for it, the official newspaper, the Gazette, did not mention the plot at all, while unofficial newspapers were prohibited at this time (KENYON, 1972; SHIBUTANI, 1966) .
I chose Louis XIV as a case-study of impression management for three main reasons. The first reason was the number of representations of the king that circulated in his time in a great variety of media and genres: paintings, statues, triumphal arches, engravings, medals, tapestries, newspapers, poems, plays, ballets, operas, histories, rituals and so on. The everyday life of rulers has often been transformed into a kind of theatre, but the life of Louis, especially when he was in his palace of Versailles, was even more theatrical than that of his predecessors or his fellow-monarchs in other countries. In short, the 'star system' already existed, and the greatest political star was the Sun King.
The second reason for choosing Louis was that the creation of both literary and visual images of the king was more thoroughly organized than, so I believe, it had ever been in the reigns of his predecessors in France or elsewhere. A committee was formed in order to supervise the production of these images, making this small group of men of documentation of the process of impression management, thanks in part to the existence of the committee just mentioned.
The image of Louis XIV 3
Turning now to the way in which Louis XIV was presented in public, I should like to distinguish two forms of presentation. The first was relatively traditional, presenting the monarch as a kind of hero. The second form, which was relatively new, attempted to impose official interpretations of events on the public, in other words, to manipulate both the media and its audience.
To begin with the heroic image. In texts, Louis was described as generous, heroic, just, magnanimous, munificent, pious and wise, and even as invincible, immortal, the most powerful monarch of the universe (conveniently forgetting the emperor of China) and as 'our God on earth'. In a word, he was 'great', an adjective officially adopted and written in capital letters. Louis was also proclaimed a new Augustus, a new Charlemagne, a new Constantine, a new Solomon and, the comparison that the young king liked best, a new Alexander. Louis was also compared to Jupiter, Mars, Apollo and of course to the sun.
Who wrote these praises? The authors were usually French poets and historians, among them the dramatist Jean Racine. However, the king's advisers also hired foreigners to praise Louis. The point of doing this was, as one adviser once explained in a private letter, because it "was important for the honour of His Majesty that the praises appeared to be spontaneous, and in order to appear spontaneous they needed to be printed outside his kingdom'. Another relatively indirect medium for the praise of the king was the Mercure Galant, founded in 1672, an early example of a magazine mainly concerned with fashion. Its editor received a pension for his political work.
Louis was also idealized in visual media such as paintings, statues and engravings. The most famous of these images, painted towards the end of his reign, is the portrait painted by Hyacinthe Rigaud. Unlike Augustus, Louis allowed himself to be shown in this portrait as growing old, with a shrunken mouth. All the same, his body seems young -the pose of the feet, reminded viewers that Louis had been a great dancer in his youth. The high heels of the king are also worth noting, necessary because Louis
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The emphasis is rather different in another famous image, displayed in the palace of Versailles, showing Louis as a victorious warrior, dressed as a Roman general (with the addition of a 17th-century wig) and riding over the bodies of his enemies, thus offering a dramatic example of triumphalist visual rhetoric. I should add at this point that it was well known that Louis never led his troops into battle, unlike some other kings at this time.
Let me now turn to techniques of self-presentation that were relatively new in this period. Although the word 'propaganda' is technically an anachronism, I still think that it is useful in order to describe an attempt to impose an official interpretation of events, as they occurred and also years or decades later.
The principal means to this effect was the medal, combining the representation of an event with a short inscription that can be read as an instruction to the viewers, Although measurement is difficult, it is likely that the amount of fake news, or public lies, in circulation is increasing, as well as circulating at a higher speed than in the past (although the rapidity of old-fashioned rumour should not be underestimated).
On the other hand, if the message also matters, there is plenty of evidence of continuity. As usual, a simple binary contrast between one period and another, or between truth and lies, is less illuminating than a more nuanced approach, asking whether more fake news is in circulation than 20 years ago or speaking of messages that are more or less true, that correspond more or less closely to the evidence. We Images also need to be examined critically in this way (KOSSOY, 1999; BURKE, 2004) .
Half a century ago, Umberto Eco called for 'semiological guerrilla warfare' against the economic or political control of communications (ECO, 1967) . 70 years ago, Ernest Hemingway, a journalist as well as a novelist, remarked on the need for individuals to have their own 'crap detector' (POSTMAN, 1969) . One of the tasks of educators is surely to show students how to build such a detector for themselves, a new but necessary form of conscientização. You may remember that this process was dramatically illustrated by an Argentinian film, La historiaoficial (directed by Luis Puenzo, 1985) , in which the protagonist, the history teacher Alicia, finally learns to disbelieve the stories told about itself by the military regime. If we cannot change the manipulation of the media, we can at least do something to change the way in which viewers, listeners and readers respond to it.
